Abstract
Introduction
Standing alive in the competitive markets is becoming hard and hard day by day. Especially in the service sectors customer focused operations became strategically important. Not only customer focused services but also product customization, flexibility, performance etc. factors became very important in order to increase the market share.
Literature review
It is known that customer satisfaction plays an important role on increasing the market share (Demir and Eray, 2015; Aydinli and Kilic 2015) . Previously, marketing departments of the businesses were very enthusiastic about finding a new customer(s). One more new customer was the source of happiness for the businesses. For this reason, old customers were not served as eager as new ones. But in this age, that is loyalty concept is significantly affecting the operations of the businesses, loyal customers are much more important than the new customers (Burcuoglu, 2011) . From this point of view, losing one customer means not only losing one sale but losing lifelong profit which could be obtained from the concerning customer (Kotler, 2000) . For these reasons, business owners tend more to retain the loyal customers. On the other hand, customer can become loyal if s/he is satisfied continuously (Aydinli and Demir, 2015) .
Customer satisfaction is not a part of the service of product. If it was so, the customer satisfaction would be the same each utilization of the same service. But it is possible that the same customer may get different satisfaction level at various usage times of the same service (Banar ve Ekergil, 2010) . This shows that the satisfaction is fulfilling the expectations of customers (De Jong et al., 2005; Yee et al., 2013 , Grönroos, 1998 . However, the expectations must be fulfilled after understanding the market. Of course the service quality plays very important role in this point.
Service quality is hard to define because it is not a tangible element but is a performance or a work consumed where it is produced and served (Collier, 2990) . However, service quality is nonhomogeneous measure. It differs from customer to customer and even from a day to another day (Parasuraman, Zeitaml, and Berry, 1985) . From these points of view, business owners should understand the market overall or approximately in order to serve such a service which fulfills the overall expectations of the customers.
In the literature, there are many researches performed in order to determine and measure the service quality. Table 1 shows the detailed researches about this issue. 
E-S-Qual
It contains the dimensions for the service quality at the internet based service quality. Those dimensions are adequacy, Execution, Usability, and Privacy.
In this study, the hypothesis and research model can be shown as; H1 Empathy has significant and positive impact on the GSM users' satisfaction in Poland H2 Responsiveness has significant and positive impact on the GSM users' satisfaction in Poland H3 Assurance has significant and positive impact on the GSM users' satisfaction in Poland H4 Reliability has significant and positive impact on the GSM users' satisfaction in Poland H5 Tangibles has significant and positive impact on the GSM users' satisfaction in Poland 
Methodology of research
In this research, which of the GSM operators if the consumers, who are using one of the GSM operators such as Play, Orange, T-Mobile, Lycamobile, and Plus, was asked and 267 of the answers were recorded based on the answers. The survey questionnaire method was used and this survey questionnaire was asked to the people in Poland. It was seen that only 9% of the participants had income level lower than 1500 PLN. Beside this, 28% of them had income between 1500 and 3000 PLN, 45% of them had income between 3000 and 4500 PLN, 7% of them had income between 4500 and 6000 PLN, and 10.5% of them had income level more than 6000 PLN. Table 5 shows that 34.5% of the participants were utilizing the service of Play operating system, 26.6% of them were using Orange, 17% was using T-Mobile, 20% was using Plus, and only 1.5% of them were using Lycamobile. Table 5 shows more details about the usage of the GSM operators' usage rates. Survey results of the participants, whose demographic information was given above, were analyzed using structural equation modeling (SEM). Before the SEM analysis, reliability analysis was performed to check the reliability of the scale. The results are determined on the Table 6 . Modeling can be performed. Objective of SEM is to determine the effect of each dimension on the service quality of the GSM service and then the impact of the service quality on the satisfaction of the customers. However, the weights of each dimension on the service quality shows the importance of that factor on the satisfaction of the customers in the same time. ). In this study, the value of RMSEA is 0.1 and this is also an accepted value. RMR value should be between 0 and 1. However, it shows a good fit in case RMR value is less than 0.05 (Golob, 2003) . Results of SEM in this study show that RMR value is 0.037 and this shows a good fit. According to these results, it can be said that this model works at acceptable level. By other means, the results of the model are acceptable. In this case, the results of the model can be evaluated. Table 7 shows the coefficient values of each dimension on the satisfaction of the GSM service consumers. First of all, it was seen that service quality dimensions which were included in this scale represented 90% of the total variance. Which means that the satisfaction of the customers depending on the dimensions of the service quality in this survey as 90%.
Furthermore, each dimension has different level of impact on the customer satisfaction. For example, Empathy has the coefficient of 0.939 on the multiple regression line which shows the dependency of the customer satisfaction. Responsiveness has the coefficient of 0.866, Assurance has 0.989, Reliability has 0.965, and Tangibles dimension has 1.062 value of coefficient impact on the customer satisfaction.
According to these results; H1 (Empathy has significant and positive impact on the GSM users' satisfaction in Poland) is accepted due to the t value of the dimension was above 1.96.
H2 (Responsiveness has significant and positive impact on the GSM users' satisfaction in Poland) is accepted due to the t value of the dimension was above 1.96.
H3 (Assurance has significant and positive impact on the GSM users' satisfaction in Poland) is accepted due to the t value of the dimension was above 1.96.
H4 (Reliability has significant and positive impact on the GSM users' satisfaction in Poland) is accepted due to the t value of the dimension was above 1.96.
H5 (Tangibles has significant and positive impact on the GSM users' satisfaction in Poland) is accepted due to the t value of the dimension was above 1.96.
Conclusion and Discussions
According to these results of hypothesis, although all of the results of hypotheses were accepted due to the t values are on the required level, they have different level of importance for the service quality that affects the customer satisfaction.
After analyzing the survey that has been done in Poland, Tangibles dimension seems the most important factor that the customers emphasize for their satisfaction. Assurance dimension, Reliability dimension and Empathy dimension follows respectively. The values for responsiveness dimension show that Responsiveness the least important factor according to mentioned survey analysis.
It was seen that all of the dimensions are significantly important for measuring the service quality of the GSM companies. That's why, GSM companies would perform operations based on the importance levels of the dimensions. Firstly, GSM companies would give importance to appearance of the employees, facilities such as buildings and/ office places. Then, they would put some more attention to respond time to customer's complained and demands.
This article includes service quality dimensions' effect on the satisfaction of the service users only in Poland. For the further studies, researchers may increase the number of the participants of the questionnaire conduct. By this way the accuracy of the results could be more, clear.
